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Abstract. The discovery of appropriate markets and market niches for bee products is one of the most 
challenging aspects that beekeepers have to overcome. The present research identifies the main strengths, 
weaknesses, opportunities and threats of the export of honey. In order to achieve the research objectives, a 
survey was conducted in 2011, in the North West Region of Romania. The main findings of the paper 
consist in the fact that, for Romanian beekeepers, the export of honey has to be considered an 
entrepreneurial strategy. The lack of resources and contacts is the principal weakness for exporting 
Romanian bee products. A good marketing strategy is necessary to promote local products and to access 
foreign markets. 
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Introduction. In 2010, the main world honey producers were China (398,000 tons), 
Turkey (81,115 tons), Argentina (79,789 tons), Ukraine (70,800 tons) and the USA (59,000 tons) 
(FAOSTAT, 2012). Top 10 exporting countries in 2010 were China, Argentina, Germany, 
Mexico, Spain, New Zealand, India, Hungary, Canada and Brazil, accounting for about 63.8% of 
total global exports of honey. Romania ranks 13 in top 20 exporters worldwide, with a 2.9% 
share of total world exports. The value of Romanian honey exports in 2010 was about 32 million 
euros, representing an amount of 11,000 tons (CRPCIS, 2012). In this context, Romanian 
beekeepers who want to export honey have to compare the quality of the honey from abroad to 
their own. Moreover, they have to analyse if their prices will be competitive, given the additional 
costs involved and if they can make a segmentation of their foreign customers (Hatten, 2012). 
The analysis of the foreign market implies also the identification of opportunities in the 
respective market and the implementation of valuable ideas, aspects that characterise the 
entrepreneurial process according to Barringer and Ireland (2006). 
Aims and objectives. The present research aims to highlight the fact that the export of 
honey represents an entrepreneurial strategy for the beekeepers in the North-West Region of 
Romania and to identify the main strengths, weaknesses, opportunities and threats of the export 
of honey. 
Materials and methods. In order to achieve the objectives of the present research, a 
survey was conducted in 2011 and questionnaires were applied on a sample of 420 beekeepers 
from the North-West Region of Romania. The data was analysed using SPSS statistical program.  
Results and Discussion. The discovery of appropriate markets and market niches for 
honey is one of the most challenging aspects that beekeepers have to overcome. In the process of 
identifying potential markets, beekeepers have to discover whether there is a need that can be met 
in those markets. According to the results of the present study, 24.3% of the respondents are 
interested to export honey due to the strengths of export such as obtaining a potentially higher 
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profit and also the possibility of selling excess production. Moreover, the strengths consist of a 
reduced dependence on existing markets and the access to a worldwide market share. As regards 
the weaknesses, the export is more expensive, it requires greater resources and contacts, implying 
longer waiting for the recovery of the investment. In terms of opportunities, they consist of the 
support policies for beekeeping provided by the state through the National Beekeeping 
Programme. The threats implied by export consist of higher risks and incertitude, if in the 
respective country there is political risk or of another type, high administrative costs, increased 
bureaucracy and the process of obtaining special authorizations. During 2008 ‐ 2011, Romania’s 
honey trade experienced a strong upward trend, determined by the evolution of exports, as it can 
be observed in the following figure. 
 
Fig. 1. Situation of honey exports during 2000 – 2011 in Romania 
Source: Own calculations based on data from MADR, 2012 
 
In Romania, honey exports increased in 2010 and 2011 after a decline of 27% in 2007. 
The main reasons why Romanian honey exports increased, on average by 30%, are due to the 
increased honey production, the measures for sustaining beekeeping (financing) and the fact that 
during the last five years, world demand for honey registered an average annual growth of 16% 
(CRPCIS, 2012). The main countries where Romania exports honey are Germany, UK, Italy, 
Austria and Poland (CRPCIS, 2012). Export requires beekeepers to face the uncertainty 
associated with the introduction of honey on a new market. In this way, possessing a great 
amount of information regarding that specific market is an important prerequisite for conducting 
a successful business abroad. In order to export, beekeepers must have high quality honey, 
modern techniques and equipment, which can be obtained through financing. 
Conclusion. The export of honey is considered an entrepreneurial strategy in the North-
West Region of Romania because the beekeeper has to conduct a complex market research in 
order to discover new opportunities, determine who will buy the honey and where the customers 
are located in the respective country, actions specific to the process of starting an enterprise. 
Moreover, beekeepers have to develop new promotional materials appropriate to foreign 
customers. 
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